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the shortcomings of the wholesaler and overlooking the faults of the retailer when the latter is most at fault.
SUMMARY
1.   Consumers do not generally buy direct from farmers because the latter are producers of a few commodities only while wants are for a great variety of goods.    For consumers individually to secure all of the articles needed direct from farms would require dealings with hundreds of farmers in all parts of the world.   This is utterly impossible.
2.   Retailers specialize in assembling at one place a large variety of finished products so that consumers may readily obtain what they desire.   Thus each retailer does for fifty or more families of consumers what each family would otherwise be obliged to do for itself.    Retailing is therefore a form of division of labor which increases the general purchasing power of the consumer's dollar instead ot reducing it as so many are inclined to believe.
3.   Retailing is necessarily confined to relatively small business units because ot the limited number of persons who find it convenient to trade at a given point.   Owing to the limited volume of sales and the immense variety handled, purchase by car-load quantities is out of the question for any but the largest retail merchants.
4.  To provide retailers with supplies which have been brought to the local point in car-load quantities so far as possible, wholesalers are necessary.    Frequently less than car-lot wholesalers are needed to subdivide the large volume of business conducted by car-lot wholesalers.
5.   The total cost of distributing farm products varies greatly for different commodities.   It rarely falls below one seventh of the consumer's dollar and may run as high as one half.   The service of distributing, it should be recalled, is a part of the process of economic production, since it creates values, but it does not include all of the costs of marketing.
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